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Outsourcing Database Marketing
Challenges, Opportunities, Benefits

Tony Coretto
Co-CEO
PNT Marketing Services, Inc.
24-20 Jackson Ave, Suite 203
Long Island City, NY 11101
tcoretto@pntmarketingservices.com
1-888-PNT-2210 x202
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BackgrounadranoiChallENGES

What is Database Marketing?

Database Marketing is the art and science of
leveraging customer data to create Customer
Intelligence for:
B Creating improved, actionable understanding of customers
and prospects:
Segmentation
Sources of revenue/profitability
Preferred communication channels
B Driving higher profitability
BMatching services to custome
customers and prospects

B Right message on right service/product to right
customer/prospect at right time to produce best-value
result for both company and customer
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Backgroundianc e
wWhy Now?
Why do it now?

B Create maximum value from under-exploited customer and
prospect databases

B Leverage data from online marketing efforts (emails, banner
ads, blogs, social media, etc.)

BCreate true Customer Intellig
customer/prospect databases:
Which are the most valuable customers and prospects?

I Know which customers and prospects are worth the investment of
precious sales and marketing dollars to get the greatest return on these
efforts

Communicate with them for optimum marketing, sales, and
relationship management effectiveness

Track efforts for maximum learning and tuning
Even more important with smaller number of high-complexity, high-
value engagements

BDo it al | f aster and with | 1 m
environment

IIENUES
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°i BackgroundiandiehallENYES

i Challenges

Gatewoy to the
Ou‘rmu( g Marketploace

Data are stranded in multiple silos:
point-of-sale systems, accounting
systems, CRM systems, SFA
systems and others

Data must be integrated and
organized to create meaningful
Information

Information must be transformed
Into customer insight

Insight must be acted on with
measurable marketing programs

Marketing Action

e,
e
B oo

DEE] Data Data
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Opportunitiestan B ENENS

Outsourcing Database Marketing

Why outsource Database Marketing?

BDat abase Marketingds value and c
candidate for outsourcing

Lack of internal technology resources, or insufficient capacity
Need to focus on sales and marketing, not databases
Flexibility and ability to shift focus and resources as needed

What size firms should outsource Database Marketing?

B Any size firm can benefit, although typically medium-to-larger firms
get the greatest benefit from their investment

B Databases can be as small as 1,000 customers or leads; anything
smaller is not cost-effective

When should you not outsource Database Marketing?
B Very small firm (< $5MM sales)

B Very small database of customers/prospects (< 1,000)

B Very small number of data sources

B Very limited budget for database efforts (< $25K)

uuuuuuuuu
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OpportunitiestandBENEsS

Benefits
Unlock hidden value in customer data to maximum
advantage:
B More targeted customer communications,
Bl ncreased Aoperational t empoo

more channels to more qualified leads more often
B Better fit of offer/message/medium/channel to customer need
B Higher profitability
Remove internal bottlenecks
B Lack of resources,
B Miscommunications,
B Budget allocations, or
B Inappropriate resources,

Get better sales and marketing results faster, more
cost-effectively

uuuuuuuuu
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Et)r Morelntermation

Contact Information

Fr ee Vildeatah: A 0

For more information, please call or e-mail:

Tony Coretto

914-588-7278

Adam Isler

212-932-7898
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Brand 1 s e

I Your promise to the market

Your point of differentiation

An expression of your value proposition
Your point of view

The identity of your company

The heart and soul of your organization

I Your most powerful sales tool
P All of the Above

12

@
Brand Development is Business Development DeL\{ €

delvegroup.com



Buyers are looking for short cuts to select providers

Global Capabilities?

Full Service Provider?
Best-of-Breed Solution?
Process Specific Service Provider?

Large or Mid-Market Focused?

Customized Solution?

_ One Stop Shop?
Best-in-Class?

Brand Development is Business Development




Service provideros are tryi ng

- What were once key
differentiators such as technology, best practices, location,
certificatons,and aggressive piiooiond ocader

I Shoit term @hjectives and immediate results take
precedent over long-term strategic efforts such as branding

‘\

DE1\/C



We are global leaders in deploying flexible, scalable,
Integrated best practice client-centric solutions that
Imbed continuous process improvement and deliver
outsourcing or BPO services efficiently and
effectively to significantly reduce costs and meet

business objectives.

15
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| f you donot make
who you are in the marketplace, the
market will do it for youé

eAnd chances ar e, t he
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Stronqg Brands are Built from a Solid Strategic Foundation

1. Be clear who you are and what makes you different

Define your ideal client T industry, role, needs etc.
Build a Message Platform to reach your key audiences
Execute a plan to apply this foundation

a bk wn

Understand your competitors and

17
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1) Be clear who you are and what makes you different

A Understand your perceptions

I Internally: from a cross-section of the company - e.g. leadership,
managers, line workers etc.

I Externally:Under stand why clientds engag
describe your strengths and capabilities

18
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2)Understand your compet.|

alternatives

Who are they and what are their marketplace perceptions?
What are their strengths and weaknesses?

How do they sell against you?

What other choices do clients have to fulfill their needs?

t or

19
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3) Define your ideal client T_industry, role, needs, etc.
A Understand their:

I Demographics

I Psychographics

I Needs

20
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4) Build a Message Platform to reach your key audiences

A Components:
I Value Proposition Expressing the benefits clients receive
I Elevator Pitch Memorable summary of what the company does
I Key Messages 3-5 salient points clients need to know

A Successful Positioning Criteria:
I Relevant Addresses needs of target audiences
I Credible Based on believable & achievable business attributes and goals
i Differentiated Highlights the desirable, unique attributes and capabilities
I Sustainable Defensible over the long term

21
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5 Key Steps to Build Your Brand

Key Message Hierarchy

Preferred Provider

T

Short List of Providers

T

Table Stakes Market Player

Robust brands address all levels of messaging expected and desired in the market
22
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5 Key Steps to Build Your Brand

5) Execute a plan to apply this foundation

A Articulate how you are different

A Know your target audience and what their needs and priorities are
A Infuse consistent messaging in all sales and marketing efforts

A Build a plan to increase demand and grow the business
I Sales Strategy and Execution
I Prospect Information and Insight
|
|

Multi-Channel Go-to-Market Plan
Internal Communications

23
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Stronqg brands are built from a solid strateqic foundation

1.

a bk wn

Be clear who you are and what makes you different
Understand your competitors
Define your ideal client T industry, role, needs etc.

Build a Message Platform to reach your key audiences
Execute a plan to apply this foundation

and

24
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HOW TO GET THE BEST OUT OF
The Digital Ecosystem?

November 5th, 2009

ingenia ’
group f

Interactive ldeas...

Pablo Hernandez O’Bldgang a n @PabloHernandezO
CEO / Founder
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like a bad sales person....

Z#l Sales Person




iIngenia
1'5roup Clone your Salespeople

Inte
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group Brain Rules

Interactive Ideas...

Everything we see on a site affects timdine conversion rate.
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Interactive Ideas...

0

If we understand thénternal motivations & barrierghat take part in the internal decisiemaking process, we

gao what we want
them to do...
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Interactive Ideas...

We only remember:

0%

of what we read and hear..

group Visual Impact

2. Language and lects
The concept of language as social semiotic goes back at keast to Saussure,
who seems to have been profoundly influenced in this aspect of his work
by Durkheim. For Saussure, language is above all a “fail social™ (1965;
29, 30— 32), knowledge of which is both a marker and an obligation of
community membership. [n Saussure’s famous dichotomy, it is langue
which is social and essential, while parofe is individual and contingent:
langue is the socially-warranted system learned by individuals and used
by them to communicate thought through cphemeral speech acts,
Whereas parofe is multivariate and idiosy ic, langue is rep din
identical form in the mind of every adult member of the speech community
and, once kamed, is immune to conscious modification (1963: 38),
Chomsky's no less famous dichotomy of competence and performance,
often likencd 1o its forerunner (Lavandera 1988: 1), nevertheless diverges
crucially from it in the divorce of the underlying system from the social
warrant. For Chomsky, competence is individual, essential, and psycho-
logically validated; while performance is its often imperfect instantiation
in social contexts (see, for instance, Chomsky 1980: 201 — 205).% At most,
social interaction influences competence during first language acquisition,
when the child is steered by its genetic blueprint to infer knowledge of
grammar, parameters and specific rule schemata from limited and some-
times degenerate input — the performance of other speakers, Children,
it scems, acquire language not through, but in spite of, wcnl mlcracuon
Chomsky, of course, does not deny the exi of
variation, but belicves it is best studied, together with otber aapms of
performance, once real insights have been gained into linguistic universals
and mental representations, which in turn can only be approached via
idealization (1980: 24— 26). Such a rescarch agenda not only downgrades
the social functions of language, but also, through its methodological
assumption of the “homogencous speech community”, marginalizes bi-

Source: Brady, 2008
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Interactive Ideas...

We remember:

90%

OF WHAT WE SEE...

Source: John Medina, Brain Rules, 2008




" ¥sow Back to the Brain Rules

Psychologists
have known for
years about the
NONCONSCIOUS
forces that
persuade people
to take action.




"5 Back to the Brain Rules

Now we have applied this research o

persuasion & decision making
to the design of websites




iIngenia

Group First Things First

Interactive Ideas...

71 What are your company goals?
Translate them on to your site...

21 Will people be moved to do them?
How can we motivate them?
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Interactive Ideas...

Fanatioal Support in a nutshell

A collection of clips that show you how some of aw

I Fanatical Support

© rlay Video

“Fanatical Support means reaching a bttle deeper.”

Eric COG;:H.‘:I‘ Exscutive Ditector
San Antonio Feosd Bank

© rlay Video

Edward Jamison - President & Founder
Jamnison Law i

© Play Video

“We thought it was a bit of & marketing ploy. ™

Joel Smith - cTo
AppTive:

Fanatical Support Business Categories 10 Reasons To Choose Us m Play "em All
o In Their Words. Not Ours.

“Fanatical Support ... I had no concept. ™

Russ Barnard - President
Flapdaddy Productions

© rlay Video

that's when [ realized the level of support that they brought ™

Russell Harris - 1T Direcior
T3 Adverlising

© Play Video

Nancy Sheen - Web Produce:
Marcury Computer Systanmns

© Play Video

putting the customer’s needs and wants first. ™

“ Steve Winters EntiaprenaLr

the standard for how customer support companies should mun. ™

#1 Social Validation

F

e

z It"s even more powerful if we know more about the person behing the testimonial.
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group #1 Soclal Validation

Inte

149% trust Advertisements
V.S.

/4% trust their colleagues

We all want to be accepted, we all want to
be a part of something.

R
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group Feeling Indebted

Interactive Ideas...

Newsletter every 15
days with tons of

promotions
eService VS
The %‘Elzzs Buzz gzl Newsletter every month

e oo oo e e oeminess M arioft with valuable information
Deonte 1o buy shoesonine, and Votal Ony a few oninsago Zappossold for ove 550
nﬂlhnlthwwwm”dth:mmmi?nmhm SUEHIERRE o for I I Ie_

Mmmmudmmﬂdmmm nﬂjwnuvvcwano
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group Scarcity & Urgency

Interactive Ideas...

The Secret Service Summit

“A National Customer Service Conference”

It's coming....

in less than three weeks. One chance to spend two days with eleven of the
world's leading authorities on customer service.
hav r rved?

Now or never...

Only 49 tickets remain. Qrder online or call David at 216.470.9612

The DiJulius Group
673F Alpha Drive
Cleveland, Ohio 44143
216.839.1430
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group Few Options

Interactive Ideas...

Try Shopify free for 30 Days

No hidden fees. Cancel at anytime. No risk.

PREMIER

If we have a lot of options it takes us
longer to decide...




iIngenia

group Few Options

Interactive Ideas...

" 3 .
(register for access)

home T.G.1. Friday's{R) Receives Hospitality —
S LATEST NEWS 1010172009 - Technology's Breakthrough Award Searc
a us — - - -

industries

products OPERA Enterprise Solution
services & support MICROS 9700 HMS

supplies MICROS RES

news & events MICROS 3700

investor relations MICROS e7

careers Simphony

Point-of-Sale Hardware Solutions
JTECH Solutions

Mobile MICROS

More than Point of Sale
Choosing the right point of!

nent Systems- Get a Complete Enterprise Application
ent system is critical to hospitality and retzail businesses. MICROS Systems, Inc.

(NASDAQ: MCRS) is the WilWA=ELL L se applications, serving the hospitality and specialty retail industries exclusively.
MICROS’s enterprise inforfiimssasieysm 2 and quick service restaurants, independent and chain hotels, the leisure and
entertainment industry, an ete information management solutions including point of sale software, property
management applications, ik ittt ation, consulting and support.

An Enterprise Informatifial%asedilicl Work

With MICROS, you can choose the combination of products to get the perfect enterprise information system for your business - and we'll help!
From table management and taking your kitchen paperless to front desk management and receiving real-time business intelligence, MICROS

Be Clear!
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Lo ceer MANAGED HOSTING

A L L BAC K E D BY \A e Customized dedicated server configurations,
fully managed 24x7x365 by certified hosting
A experts. More about Managed Hosting or a
FANA I ICAL | : Dedicated Sorver
SUPPORT" N '
CLOUD HOSTING
On-demand, scalable, application, storage &

It isn’t just what we do. \ \ : A web hosting, supported 24x7x365 by Cloud
s \ \ hosting experts.
It's really what makes ! \ More about Cloud Compiiling

us, well, us.

Find Out More P g, Saly . P EMAIL & APPS
! » Business class hosting for companies large
and small, managed 24x7x365 by our email

j0£ 7 - . specialists.
RA %R - g More about Email & Apps
”"‘"’c'go ‘ 6.
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Group Online Persuasion

Interactive Ideas...

If my site was a person,

what questions would it ask?

Make sure your copy Is clear and consise. Make
sure it answers questions...

[EST IT.
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Inte

Muchas Graclas

AMIGOS

Linked . Ewikker

linkedin.com/in/pablohdzohagan @PabloHernandezO

@ingeniagroup
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theoutsourcinginstitute
@outsourcing.com

¢! YLbD hL h BOutéouréing @.0: FrénXTheory to Reality
Are you still doing it the old fashioned way?
London, Dallas, San Francisco, Miami, Washington DC, New York, Chicag

Outsourcing 2.0 - the new outsourcing and what it means to you - your
strategy, your processandyourcareer. a2 N [/ AUASa O2Y

Check out www.outsourcing.com/roadshow

With the largest outsourcing network in the worldnd the
most trafficked outsourcing portal on the internedt Spectr“muf * |
Outsourcing.com, Ol is the go-to-source for those seeking UIUUU”S gpnown s

for

targeted sales and marketing traction and ROl in the
outsourcing space.

If you need:

- Qualified Outsourcing Leads,
- Exposurdo outsourcing decisiormakers

- Thought Leadership opportunities Contact Jared Gleason at 516-279-6850x712 or

e-mail jgleason@outsourcing.com to request an
2009 The Outsourcing Institute overview summary on promotional vehicles.
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Outsourcing 2.0 Roadshow

London
Dallas
San Francisco

Washi ngton, DC  November 12,2009 Register
N ew YO rk C|ty December 3, 2009 Register
Ch ica go December 8, 2009 Register
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Sales Readiness 2010 Workshop

| Focus Areas | Results and Benefits

— Review of revenue goals, sales objectives and growth
plans

— ldentify accelerators, risks and drivers

— Recommendations

Sales strategy

— Market SWOT and competition matrix
Priority target markets — Sweet Spot profiling framework*
— Sale analytics best practices*

Selling model — structure — Assess strengths and weaknesses
and channels — Alternative channel evaluation

— Sales efficiency best practices
— ldentify team and rep metrics

Sales team — Rep ranking framework*

— Sales force sizing model*

— Value proposition & elevator pitch review
Prospecting and lead — In-bound lead recommendations
generation — Sales 2.0 review

— Lead management and tracking model*

— Sales pipeline review: confirmation, gap assessment
and risk analysis
— Revenue forecasting model*

Pipeline and revenue
forecasting

*3forward template / tool — customized for client

For Information: To Discuss:
Sales Readiness 2010 Workshop Dan.Hudson@ 3forward.net

3forward, LLC; All Rights Reserved
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Resources
° The Outsourcing Institute Group
LI“kEd m® 3forward — Sales Readiness
Ol
facebook
3forward

The Ol Roadshow

3forward Sales Leaders Blog

3f or wa r Tdols Birechbey w

Other Ol ’s Recruitin

Outsourcing 2.0
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Thank You For Joining
Sales Dream Team
Sales Leader Series — TeleBriefing #6

November 5, 2009
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